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Abstract 
This paper introduces a project for improving career-related websites in Canada. The findings represent job seekers’ 
experiences with career-related websites including the type of career information they want on a website and their preferred 
means of packaging and distributing the desired information. The implications of this research are discussed for developing 
career-related websites and for improving their quality. 
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1. Introduction 
Many people in Canada and around the world search the Internet for information about careers -- careers 
available, career prospects, training required for careers, etc. Much of the information people want is unavailable. 
Much of the available information is not what people want (Thorngate, 1990, 1997). There are dozens of 
Canadian websites offering career information: Monster.ca, JobBank.gc.ca, lmi-imt.hrdc-drhc.gc.ca, etc. Some of 
them seem to attract more attention of job seekers than do others, and to be viewed more favorably by their users 
(Thorngate, Tavakoli, Rocca, Liu, 2010). Why is this happening? Almost no research has been done so far to 
answer this question (Tavakoli, Thorngate, Rocca, 2010). A purpose of the present research was to address it. 
Another purpose was providing insight about how to increase the proportion of useful information that career-
related websites offer. To do so, we assessed what type of information potential users want on a website, and 
what means of packaging and distributing the desired information they prefer. This information allowed us to 
discover a number of strategies for improving the quality content, packaging or delivery of career-related 
websites (see recommendations). 
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2. Method
2.1. Participants 
Ninety four undergraduate university students—34 males and 60 females—participated in this study. Their age 
ranged from 18-50 years (median 20). At the time of experiment, all participants were enrolled at Carleton 
University and received a course credit as a compensation for research participation. They were born in Canada 
(60), China (8), India (2), and other countries such as Russia, Iran, USA, and Sierra Leone.  
2.2. Equipment and questionnaire 
The User Needs Assessment (UNA) questionnaire was uploaded for presentation on a computer screen, which 
first prompted participants to view two governmental Canadian career-related websites. The UNA contained 
questions about participants’ socio-demographics, how they normally look for jobs, their desired type of 
information about employment, and how they want the information to be packaged and delivered. It also asked 
participants to list up to three recommendations about how the websites could be improved. 
2.3. Design and procedure 
Between one and three participants came to our lab at Carleton University, Canada, at each scheduled time. 
Participants first sat at a computer desk, where a computer program gave them instructions for browsing two 
governmentaly funded websites, called JobBank (JB: Uwww.JobBank.caU) and LabourMarketInformation (LMI: 
Hwww.labourmarketinformation.gc.caH), each at least for 10 minutes, for any career related information. Then they 
completed the UNA questionnaire. It took about 45-60 minutes for participants to complete the experiment. 
Participants were run by two experimenters (MT & CR). To minimize any experimenter effect (Neter, Kutner, 
Nachtsheim, & Wasserman, 1995), the two experimenters collaboratively ran the first 10 participants, observing 
each other while giving the instructions to the participants. After the experimenters made sure both treated 
participants the same way, they divided the remaining participants, each conducting half of the experiments.  
3. Results 
3.1. Methods of career search 
The UNA questionnaire asked participants how they normally look for jobs. The UNA also provided a list of 
eleven methods of career search, among which participants were encouraged to choose as many option as would 
apply to them. Then participants answered how effective in their opinion was each of the eleven methods. Table 1 
reports the percentages of participants that chose each method of career search, as well as the percentage of 
participants who judged each method of career search as being “very effective”, “moderately effective”, and 
“ineffective”.
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UTable 1. Methods of career search & evaluations of effectiveness of the methods (n = 94)
% of Participants 
Evaluated the Method as 
Methods of Career Search Used the 
Method Not at all 
Effective
Moderately
Effective
Very
Effective
Looking on Internet jobsites 71.3 7 44 49
Asking friends for help 58.5 15 58 27
Asking family members for help 53.2 11 63 26
Looking at job advertisements in newspapers 53.1 24 51 25
Putting resume on Internet job sites 42.6 7 44 49
Looking for “Help wanted” signs in stores 30.9 37 39 24
Others (personal contact with employers) 20.3 33 52 15
Going to an employment agency 19.1 9 37 54
Talking to a teacher or professor 18.1 22 60 18
Talking to a career counselor 16.0 8 50 42
Talking to a social worker/community worker 4.3 26 56 18
Going to union office 0.0 36 59 4
Table 1 shows that searching the Internet jobsite is the most popular way of looking for a career. Next, the 
family members, friends, and job advertisement sections of newspapers are the methods of career search that 
participants most used. The most effective ways of looking for jobs from participants’ point of view included 
going to an employment agency, looking on Internet jobsites, putting resume on the Internet jobsites, and talking 
to an employment counselor. These results have implications for designing LMI websites that are desirable to the 
users, and build foundations for the recommendation section of this paper. 
3.2. Desired types of employment information 
The UNA questionnaire asked participants what types of employment information in general and on a job 
advertisement they want. To answer these two questions, UNA provided two lists of options and prompted 
participants to choose seven items that they preferred most. Table 2 reports the percentages of participants that 
wanted each type of information. 
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UTable 2. Type of employment information wanted (n = 93)
Wanted Information % of Participants 
Career qualifications and certification needed 91.4 
What jobs are now available in my occupation 82.8 
Typical job salaries and benefits 80.6 
Career training needed for my occupation 72.0 
Potential employers in my occupation 58.1 
Forecasts of which jobs will be in demand in the future 54.8
Where to get career training 49.5
Advice about how to write a resume 48.4 
Advice about how to behave in a job interview 37.6 
Career statistics 30.1
Government grants for career training or retraining 25.8 
Gen
eral
Emp
loy
men
t
Info
Other 3.2 
Salary of the job 93.5 
Location of the job 92.5 
Qualifications needed to be considered for the career 83.9
Hours of work 82.8 
Detailed job description (3-12 sentences) 54.8 
Starting date of the job 53.8 
Working conditions 53.8 
Brief job description (1-2 sentences) 50.5 
Benefits package of the job 43.0 
History of the business or organization offering career 25.8 
Employer's work philosophy 24.7 
How many other people have applied for the job 14.0 
Holidays 12.9 
Info
on a 
Job
Adv
ertis
eme
nt
 Other 2.2 
Table 2 shows that the most desired general employment information included qualifications, certification, and 
training required for a job, the jobs available in an occupation, and salaries and benefits. Career statistics and 
government grants for career re/training were among the least information that participants wanted. On a job 
advertisement, salary, location, qualifications required for each career, and work hours were the most desired 
information. This information has implications for employers intending to advertise their jobs, and for designing 
the websites that provide satisfactory information for job seekers. The implications are discussed in 
recommendation section. 
3.3. Desired method of packaging and delivering employment information 
Finally UNA showed participants a list of six methods of packaging the employment information and asked 
them to choose up to three options they preferred. It also showed participants five methods of information, from 
which they chose the one they most preferred. Table 3 summarizes the results.  
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UTable 3. Preferred methods of packaging and delivery of employment information (n = 93)
Method % of Participants
Written articles on the Internet 80.6
Interacting with employment counsellors 43.0 
Written articles in newspapers 41.9
Live workshops 36.6 
Videos 21.5 
Pac
kagi
ng
Live lectures 18.3 
Email 41.9 
Websites 34.4 
Employment counsellor 17.2 
Videos (e.g., on YouTube) 3.2 
Other (personal contact with employer) 2.2 
Deli
very
Text message 1.1 
Table 3 shows that written articles on the Internet, interacting with employment counselors, and written 
articles in newspapers are the most preferred methods of packaging the information; and e-mail and websites are 
the two most desired means of information delivery for potential users. The implications of the results led to the 
following recommendations for designing the employment websites and for producing satisfactory job 
advertisements. 
4. Recommendations 
4.1. For employers 
Data reported in Table 2 and recommendations given by participants show that a satisfactory job 
advertisement needs to portray at least the following information: Location, salary and benefits, required 
qualifications (i.e., education, training, degrees, and work experience), job description, work hours and starting 
date of job, working conditions, benefit package of the job, and the employers’ contact information (i.e., 
telephone number, e-mail, and website addresses). 
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4.2. For website developers 
Data indicating that “email” and the “Internet” are the two most desired means for delivery of information to 
the users (see Table 3) suggest creating a feature on a career-related website by combining the two mentioned 
features that allows the users receive e-mail alerts about jobs or about other desired employment information. 
Data indicating that participants prefer receiving employment information through interaction with employment 
counselors, written articles in newspapers, and live workshops (see Table 3), and that the participants recognized 
“talking to a counselor” as an effective way of job search (see Table 1) have also consequences for LMI web 
developers. Data suggest that web developers can enrich the source of information on the web by adding links to 
the job ad sections of newspapers. A link to a list of employment counselors with their contact information 
enriches the website too. Ideally, the website developers can hire a career counselor, corresponding directly with 
the users. The websites can also report the latest news about the career related workshops. 
A majority of participants found jobs by looking in job advertisement sections of newspapers (see Table 1). 
This information suggests creating a link on the career-related website to the digitalized sections of newspapers 
that advertise jobs. Content analysis of recommendations participants made about how to improve the websites 
produced the following list of the most desired features for a website. 
x Good appearance, design, and the layout (n = 21). Examples include: the website need to 
use more visuals and colours, larger and clear font, and an attractive layout and design. A participant 
wrote: “The information needs to be organized and not so scattered”. Another participant wrote: “the 
webpage should be easy on the eyes; bright or dull colours should not be used”. 
x Simplicity, clarity, and conciseness (n = 22). Examples include: “Make it simple- not a 
million links to click on. For instance avoid giving too many options to the user when doing a search”. 
“Don’t try to put too much information on one page, as it can be confusing and distracting; not extreme 
detail, but enough”. 
x Means of interaction between job seekers and the employers, and career counselors, etc (n =
20). Examples include: “If there was an addition of reviews, I guess that would increase customer 
satisfaction, as people know what they are getting into or reading about”. Other participants suggested 
adding text alerts about job openings on the web; adding employers e-mail address, telephone number, 
and/or website address on the job advertisement; feedback from employers or other employees.  
x Good engine and easy navigation (n = 17). 
x Specialized and relevant information for each specific category of user (n = 10).  Examples 
include: “Jobs for students needs to appear in a different section”. 
x Clear organization and structure (n = 7). Examples include: “Place the materials in an 
orderly and reader friendly manner”; “Make all the information available in one spot at the end”. 
x Instruction, guided search (n = 7). Examples include: “Include step by step instruction for 
getting started”; “Multi-Media presentation is also a good way of breaking the ice”. 
x Updated information, job ads, and layout (n = 5). “Examples include: “Update site layout 
and format to look more professional”. 
x Don’t’s: Examples include: “Do not prompt for the user name, to fill out anything”; “Do not 
require making [user] accounts”; “Avoid wordy descriptions of links”. 
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